Through a questionnaire survey, this study identifies and investigates seven antecedents of consumer acceptance of mobile TV advertising. Negative factors include intrusiveness, lack of trust in the advertiser, and excessive frequency; positive influences include enjoyment, originality, value, and relevance. The study proposes and validates two measurement models of these antecedents and provides insights into the most influential factors of consumer acceptance. Excessive frequency of advertisements and lack of trust in the advertiser present the two largest obstacles to consumer acceptance of this medium, while the entertainment aspects of advertising offer the major positive factors in gaining acceptance.
INTRODUCTION
In this highly competitive environment, marketers also have little information about consumers' acceptance of mobile TV advertising, or even about mobile marketing in general (Hanley, Becker, & Martinsen, 2006 ). Yet the personal nature of mobile phones requires marketers to gain consumer acceptance for any form of marketing activities (du Pre Gauntt, 2008; Merisavo et al., 2007; Ranchhod, 2007) . This study addresses the research inadequacies by examining the most important factors influencing consumer acceptance of mobile TV advertising. On the basis of a review of the nascent literature, this study tests a series of hypotheses using confirmatory factor analysis (CFA) and structural equation modeling (SEM). The results validate an exhaustive and robust measurement model for consumer acceptance of mobile TV advertising and increase understanding of the factors that most influence consumer acceptance of this rapidly growing form of mobile advertising.
The rise of mobile TV, which will soon rival traditional TV in terms of viewing time and occasions (Andersen, Jakobsen, & Nilsen, 2007; Rappaport, 2007) , is generating intense competition within the industry to capture a portion of the growing revenues from both TV services and advertising. The latest estimates show that mobile television revenues will increase eight-fold between 2008 and 2012, reaching $10 billion worldwide (White, 2008) , but these figures do not take into account the potential advertising revenues that will accompany the development of mobile TV. Mobile advertising allows advertisers to connect directly with individual consumers through a mobile phone, personal digital assistant (PDA), or laptop computer in real time, without spatial or wiring constraints (Frolick & Chen, 2004) .
In 2008, mobile phone sales alone reached 1.25 billion mobile phones worldwide, and several countries in Europe and Asia had penetration rates above 100% (Idate, 2008a (Idate, , 2008b (Idate, , 2009 ).
Media applications on mobile phones are also expected to become mainstream in the near future (Repo, Hyvonen, Pantzar, & Timonen, 2006) . Therefore, given the substantial potential of mobile phones in terms of audience reach, mobile advertising offers one of the most promising media for marketers and advertisers within the near future (Buellingen & Woerter, 2004; Ferris, 2007; Okazaki, 2006) .
Advertisers are enthusiastic about mobile advertising's potential for many reasons.
Mobile phones offer considerable potential for marketers in forging brand-consumer connections especially with teenagers and young adults. Since each mobile phone number represents a unique individual, one of the main advantages mobile advertising offers is the possibility of identifying and reaching specific consumers. This capability permits more personalized messages and more precisely targeted mobile advertising campaigns (Ranchhod, 2007) . Additionally, mobile technologies provide real-time performance metrics for measuring the effectiveness of a campaign (Vollmer, 2008) . For example, advertisers can determine the exact number of users who actually open and read text messages during a campaign. Several studies demonstrate that mobile advertising increases consumer involvement, recall, and attitude in general (e.g. Okazaki, Katsukura, & Nishiyama, 2007; Trappey III & Woodside, 2005) . Other potential advantages of mobile services include better customer relationships and additional revenues generated by new services (Merisavo, Vesanen, Arponen, Kajalo, & Raulas, 2006; Steinbock, 2006) . However, even though mobile advertising is likely to be the next big thing in marketing, few researchers have yet written on this topic because of its rapid development.
Given the promising potential effects of mobile advertising on consumer behavior, empirical evidence of its effectiveness would significantly further academic knowledge in this new area of advertising. More particularly, one important area to focus on is the antecedents to consumer acceptance of advertising on mobile phones as this is a pre-requisite to any marketing activities on this medium.
MOBILE ADVERTISING
Advertising is used by marketers to build long-term brand image and maintain or increase sales (Zhou, Zhou, & Ouyang, 2003) . Television is often considered as a traditional media vs. new media such as the Internet (Nagar, 2009) . One of the main characteristics of television advertising is its ability to reach a mass audience and therefore maximize awareness of a product or brand (Wilbur, 2008) . Even though advertising revenues from television has been transferring to new media, television advertising is still capturing the largest market share in the industry (Wilbur, 2008) . Nevertheless, the extensive exposure time of advertising on television has led to an increasing negative opinion of advertising from viewers who often switch channels when advertisements interrupt the content (Alwitt & Prabhaker, 1994) . Given the growing negative public opinion of advertising on traditional media, marketers seem to agree that advertising on new media should adopt a radically different approach (Nagar, 2009 ). For example, recent studies suggest that advertising on mobile phones should focus on consumer opt-in, avoid intrusive formats and propose exclusive and personalized contents (e.g. Andersen et al., 2007; Choi, Kim, & J., 2009; Hanley et al., 2006; Merisavo et al., 2007; Okazaki et al., 2007; Shim, Park, & Shim, 2008) .
Mobile advertising is a recent phenomenon that investigators predict will yield substantial revenues for mobile operators and technology enablers in the future (DeZoysa, 2002) . Most published work on this topic is less than five years old and usually focuses on basic text advertising formats, such as short message service (SMS, or text messaging) and multimedia message service (MMS, or picture-based messaging ). Studies so far reveal promising findings on the positive effects of mobile advertising on consumer behavior. For example, compared to traditional advertising (except cinema), mobile advertising effects included improved attitudes and better recall (Okazaki et al., 2007; Okazaki & Taylor, 2008) , higher levels of consumer acceptance and responsiveness (Barwise & Strong, 2002) , and increased purchase intent for mobile services (Nysveen, Pedersen, & Thorbjørnsen, 2005) .
However, consumers hold a very personal relationship with their mobile phones which accompany them everywhere and connect them to their community (Li & Stoller, 2007) . For this reason, consumers can easily find irritating any advertising that appears on their mobile phones without their express consent (Heinonen & Strandvik, 2003) .
Consumer acceptance of mobile advertising defines the willingness of the users to receive advertisements on their mobile phones (Bauer, Barnes, Reichardt, & Neumann, 2005) .
Acceptance depends on both negative and positive effects of that advertising. Negative effects relate to any issue that creates unfavorable attitudes or poor evaluations of advertisements (Eagly & Chaiken, 1993) . The literature suggests three important negative factors:
intrusiveness, undesirable frequency of advertisements, and lack of trust in the advertiser.
Advertisements are perceived as intrusive when they are unsolicited and incongruent with the current task of the user and provoke irritation (Hernandez, Chapa, Minor, Maldonado, & Barranzuela, 2004) . Given consumers' personal relationship with their mobile phones, perceived intrusiveness is perhaps the highest concern for advertisers ( Li & Stoller, 2007) , with the result that permission-based marketing is a critical prerequisite to effective mobile advertising (Ranchhod, 2007) . Consumers also resist frequent solicitations on their mobile phones. One study finds that the optimal level of brand recall was five advertisements per day, although a slightly higher frequency seems to be acceptable if the advertisements provide a tangible value such as personalized promotional discounts (Li & Stoller, 2007) . In general, consumers expect advertisements to be less frequent on mobiles than on other mass media . The third negative factor relates to lack of trust, which is associated with the users' fear that advertisers would infringe privacy laws (Merisavo et al., 2007) . Though, lack of trust seems to be less critical than the two previous factors but may be one element that could radically repulse consumers who are sensitive to the source of the advertisements (Merisavo et al., 2007; Okazaki et al., 2007) . For example, lack of trust in a brand would lead to rejection of the associated advertisement. Positive factors of consumer acceptance of mobile TV advertising relate to the perceived value of exposure to advertisements and include relevance, value, enjoyment, and originality.
Research regarding text-and picture-based mobile advertising suggests that the personal nature of mobile phones requires that any form of advertising should be relevant to the consumer, that is, personalized to the consumer's needs and presented at an opportune time and in an appropriate space (Merisavo et al., 2007; Xu, Liao, & Li, 2007) . Consumers also expect advertising on mobile phones to be informative and to help them save time and money.
Thus, the informative value of mobile advertisements seems to be an important factor Xu et al., 2007) . The third factor relates to the level of enjoyment, that is the extent to which viewing a particular advertisement lead to positive affect and mood of the consumer (Hoffman & Novak, 1996) . Mobile devices provide extensive rich media applications to consumers (Lin & Hsu, 2009) , who are used to interactive services and therefore expect advertising to be entertaining (Hanley et al., 2006) . Moreover, consumers often view mobile TV on a "snacking" basis-that is, they access content for short periods of time to fill an empty or idle time slot (Andersen et al., 2007) . This consumption pattern implies that consumer attention is more difficult to capture using a traditional TV advertising spot (Idate, 2008b) , and suggests that mobile TV advertising may require special attention to both format and content. Mobile advertising in general differs from mass media advertising in that it is more suitable for pull rather than push campaigns (Leppäniemi, Karjaluoto, & Salo, 2004) , and interactive advertising campaigns can contribute more toward more positive consumer experience than simple push videos can. The last positive factor is the perceived originality of advertisements. Some industry reports posit that consumers are more willing to view advertising on their mobile phone if the advertisements are more creative and less common than those broadcast on traditional mass media (TNS, 2008) . Past studies have investigated some of these factors in the context of simple mobile advertising which mostly consists of text-based and image-based messages (e.g. Carroll, Barnes, Scornavacca, & Fletcher, 2007; Lin & Hsu, 2009; Okazaki & Taylor, 2008) .
However, mobile television advertising is more sophisticated because it is associated with short video contents on a small screen. Therefore, it is expected that consumers hold different expectations from advertisements that are shown when viewing broadcast contents. This study proposes to investigate the differences in consumer expectations in the case of mobile television advertising.
METHOD
The study tested the seven hypotheses using a two-stage process. The first stage consisted of building and validating two measurement models for the positive and negative factors using confirmatory factor analysis (with SPSS) and structural equation modeling (with AMOS). Hypothesis testing began once the two measurement models produced acceptable fit statistics.
Item Generation
The measurement model for negative factors included "trust" (perceived trust in the advertiser), "intrusiveness" (perceived intrusiveness of the ads) and "frequency" (frequency of the ads). The five items for trust followed Okazaki et al. (2007) , and those for intrusiveness and frequency followed Merisavo et al. (2007) and Xu et al. (2007) . All items used a sevenpoint Likert scale (1= strongly disagree, 7 = strongly agree), which includes a neutral point (Albaum (1997; Garland, 1991 ).
The measurement model for the four positive factors that increase consumer acceptance of mobile TV advertising comprised "relevance" (personalized and contextualized ads), "value" (perceived value in being exposed to ads), "enjoyment" (perceived enjoyment of watching ads), and "originality" (perceived originality of ads). Past empirical studies on consumer acceptance of mobile advertising provided the basis for five items for each of the four factors. Items for relevance and value were modifications from Merisavo et al. (2007) and ; those for enjoyment and originality were adaptations from and Xu et al. (2007) .
Item Translation and Purification
In preparation for a pilot study to test the questionnaire, two bilingual professors of marketing translated the 35 items (7x5) from English to French. Two different professors then back-translated the items. A professor of linguistics then reviewed the back-translated and original items to verify that the two sets of items still held similar semantic meanings. After verification of consistency, a convenience sample of 100 consumers in France and another 100 in the UK received the questionnaire in a pilot test. Recruitment of the consumers in the samples took place through online forums that discuss mobile television and videos.
Confirmatory factor analysis of the data collected from the two samples produced consistent results for the two samples. Kaiser-Meyer-Olkin tests (>0.80) and Bartlett tests of sphericity (p<0.01) confirmed that the data were appropriate for factor analysis (Schumacker & Lomax, 2004) . After removal of items that did not load with the expected factor with a loading of greater than 0.5 or that loaded on two different factors, the final set of 23 items generated satisfactory reliability scores. As SEM procedure recommends, at least three items measured each factor to ensure sufficient homogeneity and validity (Byrne, 2001) ,. 
Data collection
Online posts in relevant mobile television and 3G video discussion forums in France recruited 361 consumers (after removal of 17 responses owing to missing data) who received the final questionnaire containing 23 items. The same recruitment method resulted in a smaller sample of 105 consumers in the UK, who received the English version of the questionnaire (after removal of four responses owing to missing data). The English sample served not as a dataset for an extensive comparative study as a point of comparison for validating the measurement instrument. For example, comparison of factor loadings and reliability scores verified that the two samples would produce similar results with the same measurement instruments. Similar results from the two samples, even with a smaller English sample, would strengthen the validation of the measurement instruments.
A message in the online post stated that all participants must have had prior 3G video or mobile TV experience, and an appropriate demographic representation of the targeted population was a primary objective. The TeleAnalytics Mobile TV Highlights (2008) characterize the typical mobile TV user to be an educated younger person (mid-20s to mid-30s) with an above average income, living in an urban area and holding a higher degree. To avoid community biases, a variety of carefully selected forums carried the posts advertising the study. Both the French and English samples were reasonably representative of the targeted population in terms of gender (France: 55% males, UK: 47%), average age (France: 28, UK: 27), average income (France: 15% above average, UK: 10%), and education (France: 70% hold higher degrees, UK: 62%). All participants had prior experience with either mobile TV or 3G video, and 70% had experienced both.
MODEL VALIDATION
Fit tests, convergent validity tests, and discriminant validity tests, which are the most common tests for validating measurement instruments (Schumacker & Lomax, 2004) , validated the two measurement models (positive and negative factors). Satisfactory results on all three tests indicate that the models are acceptable as measurement instruments for positive and negative factors affecting mobile TV acceptance.
Fit Tests
The results for Model 1, which measures the negative factors, produced higher indices than Model 1, with NFI (0.97), TLI (0.98), CFI (0.99), and RMSEA (0.38). All results from the fit tests indicate that both models are acceptable. Model 2, which measures the positive factors, produced relatively high fit indices. The NFI (0.94), TLI (0.95) and CFI (0.96) indices were above the recommended 0.90 cutoff, and RMSEA (0.78) was below 0.80 (Garson, 2006) . These indices are preferable to the popular GFI and AGFI indices, which some researchers consider to be sample-biased (Garson, 2006) .
Convergent Validity
Convergent validity verifies that the actual test results confirm the expected relationships between the items and factors. Observations of factor loadings and squared multiple correlations (SMC) of the items tested convergent validity. Table 2 reports the results of the CFA tests for the two models. Overall, the results confirmed convergent validity of the two measurement instruments. All but two loadings scored well above 0.70 and all but three SMC scores exceeded 0.50. A deeper analysis of the scores indicates that Model 2 is more solid on convergent validity than Model 1.
Insert Table 2 about here.
Discriminant Validity
The discriminant validity test verifies that the factors of a model are not overly intercorrelated and thus seem to represent distinct factors. Figures 1 and 2 report the interconstruct correlation coefficients between the factors. Correlations that are significantly less than 1 demonstrate discriminant validity. In both figures, all correlations but frequency-intrusiveness (0.86) confirmed discriminant validity. The higher correlation between frequency and intrusiveness may indicate that the two constructs share confounding items that need to be clarified. The implications section discusses this possibility.
Insert Figures 1 and 2 about here.
HYPOTHESIS TESTING
Tests of the seven hypotheses consisted of analyzing the means and standard deviations of the relevant item scores of each factor for the entire sample. Since "four" represents the neutral point on a seven-point Likert scale, any score higher than four would signify an expression of agreement from the respondents. Therefore, a mean (AVE) of the related factor of above 4 and a standard deviation (SD) of less than 1.50 indicated confirmation of a hypothesis.
Perceived intrusiveness, higher exposure frequency, and lack of trust in the advertiser were all detrimental to consumer acceptance of mobile TV advertising, confirming H 1 , H 2 , and H 3 . The highest rated factor was high exposure frequency (AVE=5.48, SD=1.12), followed by lack of trust (AVE=5.25, SD=1.11) and perceived intrusiveness (AVE=4.52, SD=1.13). Research in the area rarely conceptualizes exposure frequency as a distinct latent variable. integrate exposure frequency in their study of consumer acceptance of mobile advertising in Austria, but represent the construct by a unique item. This study proposes a different approach by conceptualizing exposure frequency as a latent construct measured by three items that compare the ideal exposure frequency of consumers with actual exposure frequency on traditional media. The results of the CFA as illustrated in Figure 1 also show that exposure frequency and perceived intrusiveness were highly correlated but very distinct from lack of trust. Higher frequency of advertising exposure may lead to increased perceived intrusiveness, resulting in the higher correlation between the two constructs. Lack of trust is conceptually different from exposure and intrusiveness as it relates to the consumer's attitude toward the advertised brand or the medium rather than to the advertising format.
The results show that perceived enjoyment (AVE=4.99, SD=1.41) is the highest contributor to consumer acceptance, followed by perceived originality (AVE=4.53, SD=1.19) and perceived relevance (AVE=4.25, SD=1.18), confirming H 4 , H 6 , and H 7 . However, perceived value (AVE=3.97, SD=1.53) failed to meet the requirements, and H 5 could not be confirmed. With perceived enjoyment and perceived originality being ranked at the top, the results suggest that mobile TV users value the entertaining aspects of advertisements rather than more tangible aspects such as level of personalization or perceived tangible value. Table 3 lists the means and standard deviations of each factor in order of importance.
The overall ranking of the means suggests that negative factors are more influential with respect to consumers' acceptance of mobile TV advertising, as frequency and lack of trust are the only factors to surpass five on a seven-point scale. Additionally, intangible aspects of mobile TV advertising seem to prevail over more tangible aspects such as relevance and value.
Insert Table 3 about here.
DISCUSSION

Theoretical Implications
The nascent field of research in mobile advertising focuses on basic advertising formats of text-based messages (SMS) or sometimes picture-based messages (MMS) (e.g. Carroll et al., 2007; Ferris, 2007; Haghirian, Madlberger, & Tanuskova, 2005; Merisavo et al., 2007; Okazaki, 2006; Okazaki et al., 2007; Xu et al., 2007) . Although researchers predict that text-and picture-based messages will grow at a rapid pace in the next decade, mainly owing to diminishing costs for mobile users (Carroll et al., 2007) , the potential revenue from these advertising formats for broadcasters, advertising agencies, and content aggregators may be far less important than future revenue from the mobile TV market (Holland, 2006; White, 2008) . However, little research to date has examined mobile TV advertising.
The main contribution of the present study is the validation of two measurement models that are more exhaustive than previous models which do not consider all the positive and negative factors in a single study. In fact, past research has rarely even considered a typology of antecedents for consumer acceptance in mobile advertising. The results of this study suggest that satisfactorily addressing negative factors is an essential prerequisite to advertising on mobile TV. Conceptually, negative factors do not increase the perceived benefits of advertising exposure; rather, they relate to consumers' initial reluctance to receive advertisements. Much of this reluctance relates to privacy issues. Consequently, advertisers must plan campaigns to be nonintrusive, to be of acceptable frequency, and to promote trust in the source of the advertisements.
On the other hand, positive factors-particularly those related to entertainment-act as enhancers of consumer acceptance of mobile TV advertising. Positive factors are the true contributors toward increasing acceptance, but only if advertisers first address the negative factors in order to lower the initial reluctance. As the results of this study show, advertisers and researchers may consider negative and positive factors to be overarching dimensions of influence that produce different effects on consumer acceptance, but investigators of mobile advertising must study them conjointly.
Although past research indicates that the entertainment aspect of mobile advertising is one of the most important drivers of consumer acceptance (Carroll et al., 2007) , no prior research seems to support the importance of this factor in mobile TV advertising. The present study shows that a two-factor approach to measuring entertainment (perceived enjoyment and perceived originality) is more effective than a single-factor approach suggested by past studies Xu et al., 2007) . Finally, the results indicated that the degree of personalization and the tangible value of the advertisements were less important to consumers than other factors, suggesting a revision of the prevailing assumption that mobile advertising should be systematically personalized and contextualized. Mobile TV advertising differs from other forms of mobile advertising in that the contents are broadcast on a one-to-many system rather than one-to-one, such as text-or picture-based messages. Consequently, study of mobile TV advertising should avoid a strict application of existing models of consumer acceptance of text-and picture-based advertising (SMS and MMS). Researchers can apply the two validated models in this paper for future empirical studies specific to mobile TV advertising.
Practical Implications
Stakeholders in the mobile industry (mostly telcos and broadcasters) have invested massive sums of money in building adequate infrastructure for broadcasting mobile TV without a clear view on how to amortize these costs (Holland, 2006) , and advertising-based revenues could become a principal source of funding for these investors. Therefore, research in mobile TV advertising is critical to helping advertisers build successful strategies.
Investigating the topic from the perspective of consumer acceptance may be one of the most fruitful approaches, as many practitioners indicate that the new digital economy inevitably results in a shift of control from advertisers to consumers because digital media offer consumers the choice of where, when, and how they want to see advertisements (Berman, Abraham, Battino, Shipnuck, & Neus, 2007; IBM, 2007; Nelson, Kline, & Van Dem Dam, 2007) . Within this evolving context, advertisers and marketers must understand how to optimize consumer acceptance for a given campaign.
The implications of this study for practitioners lie in two aspects of the mobile consumer's behavior: reluctance and enjoyment. The personal nature of mobile phones implies that consumers tend to perceive any form of advertising as being intrusive, making them reluctant to attend to advertisements that appear without their permission. Moreover, contextual issues can increase perceived intrusiveness. Past research shows that consumers view mobile TV mostly on a snacking basis, accessing content for short periods of time (Andersen et al., 2007) . The snacking consumption pattern leads to aversion to viewing advertisements during these moments. Successful advertising campaigns may overcome this initial reluctance by presenting less frequent and less interruptive advertisements in a trustworthy environment for consumers and by using appropriate ad formats. More specifically, displaying advertisements during programs would be highly undesirable, whereas presenting them before or after may be more effective. Broadcast mobile TV relies on splicing time, which is the waiting time between two programs. Customarily, splicing time is filled with a unicolor screen displaying a loading counter, but one could easily imagine replacing the screen with a discrete and static advertisement while the viewer is waiting for the next program to load. As a general rule of thumb, the advertisements should be discretely integrated within the programming with few or no perceived interruptions.
This study also reveals that enjoyment is the most important advertising factor for consumers. Snacking behavior implies that any form of advertising on mobile TV must be original and entertaining to catch attention and sustain interest. Advertisers may capture attention with interactive and exclusive contents that engage consumers when they are being exposed to advertisements. In contrast to text-and picture-based advertisements, which must be targeted and value-centered to get consumers to open and read messages (e.g., promotional offers), mobile TV advertisements are broadcasted to a wider audience and therefore need to focus on enjoyment rather than pure tangible value such as traditional couponing. Another notable difference between text-and picture-based advertisements and mobile TV advertising is that broadcast advertisements can be less personalized and contextualized. Mobile TV advertisements will likely need to be consistent with both the broadcast content (the show) and the profile of the consumer, requiring less personalization than text-based advertisements which are not content-relevant. Consumers may be annoyed by irrelevant text messages, but viewing a broadcast advertisement before or after a TV show can be enjoyable even if the advertised product does not totally fit the profile of the consumer. To capture consumer attention with enjoyable and original advertisements, advertisers must find the optimal level of consistency between the broadcast content and the advertising content. Practitioners must acknowledge these fundamental differences between mobile TV advertising and text-based advertising or online advertising.
LIMITATIONS AND FUTURE RESEARCH
Although the study followed a rigorous research design, it has some limitations. First, both the French and English samples were mainly composed of younger consumers, thus limiting the generalizability of the findings to the entire population. Second, the negative factors of intrusiveness and frequency were closely correlated, indicating that the two factors may have confounding items. Future investigations should optimize the discriminant validity of these two factors or determine whether they make up a single broader factor. Future research should attempt to validate the measurement models in several countries. Although cultural differences are important influences in consumer behavior, mobile TV consumption patterns do not seem to vary much across countries (Andersen et al., 2007) . For example, most current consumers watch mobile TV during commuting time.
Further, research is generally lacking on mobile use among older consumers, as investigators believe that many models appearing in the mobile commerce and mobile advertising literature apply only to a younger population. Consequently, future studies might expand the applicability of the constructs to a wider population. Finally, future research should extend the use of experimental design to confirm the viability of the constructs. Such experimentation would help verify whether the proposed constructs and recommendations translate into causal effects on consumer behavior.
CONCLUSION
So far, little is known on consumer acceptance of advertising on mobile television as most studies on mobile marketing have been conducted in the context of simple text-or imagebased messages. The objective of this study is to test seven antecedents of consumer acceptance of mobile television advertising. The current research shows evidence that frequency of advertisements and lack of trust are inhibitors that reinforce consumers' reluctance to advertising exposure on this medium, whereas originality and personal enjoyment are found to be the highest contributors to acceptance. The findings suggest that practitioners should first focus on aspects that lower the negative effects of excessive advertising exposure and trust issues. Then, they should ensure that advertisements are original and entertaining. Value (α = 0.90) (P8) I would be prepared to view ads on mobile TV if they are associated with some sort of promotions. (P9) I would be prepared to view ads on mobile TV if they inform me of good deals. (P10) I would be prepared to view ads on mobile TV if they provide me with useful information. (P11) I would be prepared to view ads on mobile TV if they help me save time.
Relevance (α = 0.85) (P12) I would be prepared to view ads on mobile TV if they suit my lifestyle. (P13) I would be prepared to view ads on mobile TV if they suit my current needs. (P14) I would be prepared to view ads on mobile TV if they are about brands that interest me. 
